Purpose -This study sets out to employ a cross-cultural perspective to explore alternative explanations in the development of the online repurchase intentions model. Design/methodology/approach -The proposed constructs of alternative models deal with key online consumer behavior variables such as customized information, web use applications, online service and perceived interactivity which lead to the formation of purchase intentions. These variables form the theoretical foundation for four alternative models. To test these four alternative models 448 online consumers were surveyed in 2007. Structural equation modeling is used to test these models.
Introduction
Consumers who engage in online transactions can find competitive providers to meet their needs and wants through the click of a mouse (Singh, 2002) . They are increasingly making purchase decisions based upon their peer recommendation and endorsement rather than on their experience of interaction with the supplier . This is because there are informational methods of online interaction such as blogs, social networks (e.g. facebook, myspace, typad, wordpress) and other community-based resources (e.g. telephone call center, e-mail, peer-to-peer file transfer) which are having a huge impact upon consumers' buying decisions (Herring et al., 2005; Bernoff and Li, 2008) . However, some research using international samples suggest that there are consumer differences in shopping attitudes toward internet stores between relatively collectivist cultures and individualist cultures (Järvenpäa and Tractinsky, 1999; Lynch and Beck, 2001) . To overcome the consternation of the differences, this is critical because these methods are likely to vary depending on users' attitudes toward a particular web site from the global market perspective. Thus, a complete understanding of how shopping attitudes impact online purchasing behavior could benefit marketers in their pursuit of penetrating any market. This approach would be highly resorted by researchers and practitioners in their quest for comparisons of online shopping behavior between Asia-Pacific consumers and Western consumers across borders.
In this study, we propose a model on Online Repurchase Intentions (ORI), which investigates the predictors of intentions to purchase offerings (e.g., services, products). As shown in Table I , we have distinguished three main constructs such as consumer satisfaction, consumer attitude, and repurchase intentions. In particular, both satisfaction and repurchase intentions refer to a customer's evaluation of a specific transaction as outcomes of marketing variables (Agustin and Singh, 2005; Oliver, 1999; Rust and Oliver, 2000) . In contrast, a consumer's attitude corresponds to a global evaluation of the product or service, rather than to an evaluation of a specific transaction (Holbrook and Corfman, 1985; Schlosser, 2003) . Scholars have begun gaining an understanding of e-marketing strategies in order to attract buyers to web sites (Hoffman et al., 2000; Park and Fader, 2004; Schlosser et al., 2006; Shim et al., 2001) . However, these strategic approaches are linked to the abovementioned relationships, which are rarely highlighted in online consumer research (Schlosser, 2003; Urban et al., 2000) . In their seminal Marketing Science article titled "Consumer decision making in online shopping environments: a structural modeling approach" Hoffman et al. (2000) argue that investigating the relationship between customer experience and online marketing outcome variables as didactic.
Consequently, the development of an integrated model between three main constructs and other online-based constructs (e.g. customized information and perceived interactivity) is pivotal in better comprehending online purchase behavior. For example, both customized information and perceived interactivity might be beneficial if they are incorporated into the online repurchasing mechanism (e.g., Alba et al., 1997; Schlosser, 2003) . Customized information has become important in internet based applications due to the multitude of choices that are available to customers on the internet (Simonson, 2005; Ha, 2002) . Firms have added value by providing appropriate information to simplify the customer's decision process (Murthi and Alternative explanations Author(s) Key variables Study Main findings Hoffman and Novak (2000) Interactivity, flow, skills, challenges Focuses on the marketing implications of commercializing hypermedia computermediated environments, of which the world wide web on the internet is the first and current networked global implementation Consumers who experience the flow state in a hypermedia CME exhibit exploratory behaviors (e.g. shopping behavior) compared with those who do not Koufaris et al. (2001) Attitude, involvement, information Investigates the impact of consumer experience and attitudes on intention to return and purchase online
Positive attitudes can increase the intention of web customers to purchase. Also, information can have a significant impact on their online experience which will result in future online purchase Shim et al. (2001) Attitude, information search Determines whether intent to search the internet for product information is a key element for marketing researchers to employ in predicting consumers' internet purchasing intentions
Intention to use the internet to search for information not only is the strongest predictor of online purchase intention but also mediates relationships between purchasing intention and other predictors (i.e. attitude toward online shopping and previous online purchase experience) Heijden et al. (2003) Interactivity, trust, reputation, attitude Investigate the antecedents of online purchase intention for B2C web sites with two competing models
Online purchase intention at the web site is strongly determined by attitude toward online shopping at the web site. In particular, trust-antecedent interactivity directly influence the attitude towards purchasing online Park and Kim (2003) Information, satisfaction, commitment Investigates the relationship between various characteristics of online shopping and consumer purchase behavior Information affects information satisfaction and relational benefit that, in turn, are significantly related to each consumer's site commitment and actual purchase behavior Park and Fader (2004) Online buyers' behavioral intentions are directly influenced by online service quality and satisfaction. In particular, the strongest direct effect on behavioral intentions comes from online service satisfaction Table I .
Alternative explanations Sarkar, 2003) . Similarly, a unique characteristic of online shopping environments is the implementation of high degrees of interactivity (Häubl and Trifts, 2000) . Thus, the culmination of these two constructs provides a basis for substantial understanding of e-purchasing behavior.
In order to justify the model, this study compares four alternative models for predicting e-purchase behavioral intentions. These alternative models have been utilized in better understanding relationships among our proposed constructs (Ferrer and McArdle, 2003) . By structuring such alternative models, McKenzie (1998) argues that researchers have a better leverage on how evidence relates to each alternative view. The availability of competing models involving the constructs of interest in this study allows us to interpret alternative explanations of consumer purchase behavior. Therefore, the aim of this study is to develop and test alternative models, which can assist in the comprehensive understanding of young consumer behaviors from an information communication technology perspective (e.g. internet). Cronin et al. (2000) postulated the importance of the alternative models and their significance to repurchase intentions. Although it is evident that few studies have investigated multiple direct links among information, interactivity, consumer satisfaction, and consumer attitudes, there has been no reported investigation carried out on these variables' level of influence on online repurchase intentions and its effects of all four alternative models. Thus, this study proposes to ascertain if the four alternative constructs could address their true relationships in selecting the best model for online repurchase intention model.
The remainder of this paper is as follows. The first two sections provide the underpinning theoretical background for four alternative models that examine the effect of key antecedents on purchasing intentions. The third section describes the methodological approach and provides the justification to authenticate the proposed conceptual model. Results from a cross-sectional survey are presented, followed by discussion of empirical findings which lead to managerial and academic implications. Finally, limitations for this study and area for future research are discussed.
Potential cultural differences of Korea and UK We conducted our study in South Korea and the UK because they represent nearly opposite positions on four important cultural dimensions proposed by Hofstede (1980) . According to Hofstede's (2003) (Dawar et al., 1996, p. 506 . For example, Korean online consumers utilize, search for, and depend on, service information quality (Park and Kim, 2003) more than their Western counterparts in the UK. However Westerners had less directed search and depended more on their internal knowledge and personal experience with products or services (Doran, 2002) . These differences indicate that there are significant differences between Korean and UK consumers when researchers develop an overall repurchasing model in a Korean-UK context.
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Definitions and primary links of constructs Customized information Numerous studies have examined over 30 years the consumer information search related to conventional pre-purchase phase (e.g., Dawar et al., 1996; Klein and Ford, 2003) . The internet's vast global network provides buyers and sellers unprecedented reach and access to consumers, products, services, and information (Chiang and Dholakia, 2003) . The information-rich nature of the online environment can easily become a trap for information overload to occur, as more and more consumers become part of the internet population (e.g. Roos et al., 2004) . Web sites emerge as the key carrier of information for business transactions and marketing communication (Poel and Buckinx, 2005) . Thus, online providers can communicate with their consumers directly. Shoppers compare notes on suppliers' product information, and these consumer trends can be tracked. This networked communication makes the e-marketplace unlike conventional markets.
In the context of online purchasing behavior, Ha (2002) defines customized information as "optimal self-relevance information for each segmented customer based on experiences of existing or membership customers." After reviewing the literature on customized information in relation to online marketing (Ansari and Mela, 2003; Ha, 2002; Simonson, 2005; Srinivasan et al., 2002) , it can be conceptualized as personalized data, which have been organized or given structure for subsequent purchases. The conceptual approach is appropriate because researchers investigating consumer behavior from an information-processing perspective claim that the attention aspect in message processing controls a substantial portion of the variability in consumer decisions (Bettman, 1979; Lee et al., 2007) .
Perceived interactivity
The term "perceived interactivity" from a communicator's perspective is usually taken to refer to design features of the web site, e.g. the inclusion of polls, customization, videos, a contact address, or the provision of a chat room, blogs (Coyle and Thorson, 2001; Sillence et al., 2006; Herring et al., 2005; Bernoff and Li, 2008) . As outlined by Wu (2005) , the potential for perceived interactivity can be realized by the audience. The perceived interactivity as a two-way communication is almost equivalent to the blended form of interpersonal and computer-mediated interpersonal communication (Rafaeli and Sudweeks, 1997; Sillence et al., 2006) . Hoffman et al. (2000) indicate that interactivity is the interaction between a particular site and its users. The interactivity may go to the core of a computer-mediated communication environment. Researchers describe that perceived interactivity offers benefits such as facilitated communication, customization of presented information, image manipulation, and entertainment for the customer Fiore et al., 2005a) . The leading role of a perceived interactivity is a series of repeated exchanges between parties known to each other as they evolve in response to these interactions and to fluctuations in the contextual environment (McMillan, 2002) . In this study, a perceived interactivity is conceptualized as psychological state experienced by a site-visitor during the interaction process (Wu, 2005) .
Alternative explanations
Consumer satisfaction with web site Over the years, numerous definitions of satisfaction have been used by marketing scholars (Giese and Cote, 2000) . Although the marketing literature recognizes the importance of satisfaction, there is no general agreement on how the concept should be defined (Rogers et al., 1992) . This lack of consensus implies that satisfaction may not mean the same thing to everyone (Oliver, 1980) . Based on this reasoning, in this study regards consumer satisfaction as the perceived degree of contentment with regard to a customer's prior purchase experience with a given electronic commerce firm (Anderson and Srinivasan, 2003; Boyer and Hult, 2006; Kim and Stoe, 2004) . According to O'Cass (2001) who argues that satisfied consumers with past purchasing experiences tend to influence their brand loyal behavior.
Generally, the relationship between e-satisfaction and purchase intentions is assumed to be positive (Hackman et al., 2006) . Few empirical studies have tested the relationship between satisfaction and actual buying behavior in the traditional markets, and there has been weak associations (Mittal and Kamakura, 2001; Szymanski and Henard, 2001 ). These studies have been focused on the moderating effect to be linked to low relationship between consumer satisfaction and purchase intentions, whereas a few published studies have examined the mediating effect of the relationship in an online shopping context (Yoon, 2002) . Although researchers considered commitment or involvement as a mediator between satisfaction and behavioral intentions (Johnson et al., 2001; Olsen, 2007) , an important finding from Yoon (2002) study is that other constructs (e.g., consumer attitudes) may serve as a complete mediator.
Consumer attitude toward web site Generally, consumer attitude (CA) is defined as "a psychological tendency that is expressed by evaluating a particular entity with some degree of favor or disfavor" (Eagly and Chaiken, 1993, p. 1) . Consumer attitudes are considered as a summary of hypothetical constructs representing overall feelings towards or evaluative judgments about a person, object or issue (Zajonc and Markus, 1982) . This study conceptualizes consumer attitude toward web site as overall feelings towards a particular web site with some degree of favor.
In the e-purchasing context, it is argued that the mediating effect of CA may be considered. For example, evidence is supported by Yoh et al. (2003) who found that the relationship between trust and purchase intentions is mediated by consumer attitudes. Based on this reasoning this study focuses on the mediating effect of consumer attitudes toward web site between consumer satisfaction and repurchase intention. Table I summarizes key studies related to these above mentioned constructs.
Repurchase intentions
Generally, customer loyalty can be measured as a behavior (e.g. repeat purchase probability, choice probability for a brand) and as an attitude (e.g. brand preference, commitment, intention-to-buy) (Raju et al., 1990; Dekimpe et al., 1997; Jeuland, 1979) . Numerous definitions of brand loyalty focus on different parameters such as behavioral and attitudinal brand loyalty (East, 1990; Sheth et al., 1999; Kahn et al., 1986) , repurchase intention (Anderson and Sullivan, 1993) , and willingness to buy, but e-loyalty remains underexplored (Gommans et al., 2001; Reichheld and Schefter, 2000;  EJM 44,6 Ribbink et al., 2004) . Thus, this study examines the framework of on-line repurchase intention (ORI).
Thus, the final conceptual element of the framework is online repurchase intentions. This construct is considered as to why online customers remain with a particular web site. A key argument in the marketing literature is that e-customers are motivated to remain with a provider due to one or two attachments: desired-based and customized-based. (Bansal et al., 2004; Tsai and Hunag, 2007) . In line with this observation, online repurchase intentions are finally defined as a consumer's willingness to repurchase offerings in a particular web site. Generally, the direct relationship between satisfaction, attitude toward web site and repurchase intentions is assumed to be positive, but the indirect effect through attitude toward web site may be also valuable for a better understanding of online purchasing behavior.
Four alternative models of online purchase behavior Marketers who investigate the marketing literature as a means of business performance are likely to look to the literature with different angles. Such approaches may not be fully supported by the literature. In so doing, this study undertakes to develop an appropriate theoretical model to predict e-shopping intentions; the process of selection involves a full study of alternative models in order to select the one providing the best fit. Thompson (2004, p. 115) states that "the fit of a single tested model may always be an artifact of having tested too few models." As shown in Figure 1 , alternative explanations are utilized amongst customized information, perceived interactivity, consumer satisfaction, attitude toward web site and repurchase intentions. Figure 1 shows four possible specifications of the causal role of consumer attitudes, each based on prior theoretical work. All of the competing explanations are couched within a general hierarchy-of-effects framework: for example, in all four explanations, consumer satisfaction is seen as determining consumer attitudes, and two individual variables stimulated by a company are posited as causal antecedents of attitudes. The latter relationship has been documented repeatedly in both the multiattribute attitude (Simonson, 2005) and behavioral response (Srinivasan et al., 2002) . In addition, Sundar and Kim (2005) observed a positive linear relationship between information and perceived interactivity.
In the case of competing models shown in Figure 1 , competition is represented within the design frame in three stages: the mediating role of consumer attitudes via the indirect effect, the role of perceived interactivity, and the direct effects of customized information on repurchase intentions through attitude toward web site. Taking the direct attitude model as the essential hypotheses of this research, the implication is that constructs focus on the function of attitude toward web site in predicting e-shopping behavior.
Direct Attitude Model (DAM)
To provide a base comparison, this study posits a direct causal relationship from attitude toward web site to repurchase intentions. Each of these variables has been shown to have a relevant linkage on attitude toward web site. As a primary framework, considerable evidence in support of the linkage of consumer satisfaction ! consumer attitude ! repurchase intentions has been accumulated under the Alternative explanations consumer satisfaction theory. The first consumer post-purchase evaluation stage reflects on consumer's reactions which follow the basic judgment, whereby satisfaction is a function of prior purchase experience (Oliver, 1980 (Oliver, , 1997 . Similarly, the model derived from Dick and Basu (1994) also suggests that attitude mediates the effects of satisfaction on purchase intentions. Consistent with the cycle of satisfaction proposed by Oliver (1997) , the framework suggests further that the resulting level of satisfaction is a major influence on the consumer's updated attitude toward web site, which also affects repurchase intentions.
The first model also allows one-way indirect effect for the independent constructs on the dependent construct -attitude toward web site, and is called the direct attitude model (DAM). In light of the conceptual and empirical evidence in support of the perceived interactivity ! attitude toward web site (Lim and Dubinsky, 2004; Teo et al., 2003) and customized information ! attitude toward web site (Eroglu et al., 2003;  
Real Mediation Model (RMM)
The sequences start with experience (customized information ! perceived interactivity) and progress to attitude toward web site and then to intentions. More specifically, one link that is added in the RMM is a direct link between perceived interactivity and repurchase intentions. This link suggests that perceived interactivity can have a direct impact on repurchase decisions independent of attitude (Chang and Cheon, 2005; Fiore et al., 2005b) . The additional link between customized information and perceived interactivity in RMM also means that customized information can have an impact on repurchase intentions through perceived interactivity, again independent of consumer attitudes.
The "real mediation model" is the second model that allows the effect of customized information on repurchase intentions through the mediating effect of perceived interactivity. When consumers are interested in customized information, interactivity is the condition of communication in which simultaneous and continuous exchanges occur (Rafaeli, 1988) . Given that consumers involve interactivity, fully interactive communication requires that later messages in any sequence take into account not just messages that preceded them, but also the manner in which previous messages were reactive (Rafaeli and Sudweeks, 1997) . It is theorized that propensity to interactivity may be possible when customized information meets their demands in the basis of previous messages, particularly in a repurchasing context (Ramani and Kumar, 2008) . In this model we incorporate these indirect links into the online purchasing model.
Further theoretical justification for the link can be attributed to Wu (2005) information ! perceived interactivity ! attitudes. From the literature based on the "uses-and-gratifications theory", an individual's needs, desires, and motives may determine in part his/her patterns of media usage and attitude (Katz et al., 1973) . The theory is linked to the level of interactivity. Sohn and Lee (2005) and Wu (2005) demonstrate that the initial evaluation of information affects the level of perceived responsiveness that, in turn, engages in perceived interactivity which leads to form consumer attitudes.
Information Effects Model (IEM)
Since studies have shown both direct and indirect effects of information on repurchase intentions, this study attempts to also test a model that allows the direct effects of customized information on consumer satisfaction. More specifically, an additional link that is added in the IEM is a direct link of customized information to satisfaction. This link suggests that customized information can have direct impacts on three important constructs (perceived interactivity, consumer satisfaction, and attitude toward web site) which influence repurchase decisions.
In situations where the customer is able to conduct a detailed analysis, research identifies the importance of customized information as a vehicle for human motivation because there are motives about information quality in the firm's offerings (e.g., Murthi and Sarkar, 2003; Simonson, 2005) . Expanding this theoretical point, Cook and Coupey (1998) theorize that high levels of information quality on the web have the potential to Alternative explanations result in more knowledgeable consumers, who are then able to make better quality decisions, who will then experience greater satisfaction with any purchases they make.
The IEM model could be enhanced by the theory of reasoned action (Fishbein and Ajzen, 1975) . Two hypothesized paths such as customized information-perceived interactivity-attitude and customized information-satisfaction-attitude are partially supported by the acceptance-yielding-impact model of attitude formation (Fishbein and Ajzen, 1981) . More specifically, Eagly and Chaiken (1993, p. 239) point out that "a message can exert direct effects by producing acceptance of and yielding to the arguments it contains, but it can also exert indirect effects by its impact on primary beliefs that are not explicitly mentioned in the message".
Customized information is the key for understanding current firm's strategy which will reinforce repurchase intentions at the final stage of online shopping. It indicates that the model allows the additional effect of customized information on consumer satisfaction. Thus, this third model "information effects model" with three direct effects of customized information on repurchase intentions through other variables is developed.
Proposed Research Model (PRM)
Past research has largely supported the hypotheses of the IEM in that a direct positive relationship between information and satisfaction variables has been observed. Therefore, the IEM must be regarded as a plausible structure for the mediating role of consumer attitudes.
The final model, the most plausible one on conceptual grounds, specifies an additional mediation, and is called the proposed research model. The model focuses on the direct relationship between satisfaction and repurchase intentions. The conceptualization on the link of the satisfaction ! repurchase intentions is similar to models that position satisfaction as the key determinant of behavioral intentions (e.g., Brady et al., 2005; Kim et al., 2006; Oliver, 1997) . Since the linkage of satisfaction-repurchase intentions has been well documented, the linkage of customized information-consumer satisfaction-repurchase intentions might be critical for a better understanding of online purchasing process. Because satisfaction may be merely a judgment with cognitive and affective dimensions (Mittal et al., 1998) , performance on a certain attribute of customized information may become crucial for repurchase intentions through satisfaction.
In environments where consumers evaluate amount of information, the elaboration likelihood model offers an extended view of persuasion as it specifies the conditions under which persuasion should be mediated by message-related thinking (Eagly and Chaiken, 1993; Petty and Cacioppo, 1981) . In this case, the elaboration likelihood model could incorporate this viewpoint by positing a certain attribute of customized information to persuasion. Customized information is an example of central cues that directly relate to central issues of internet shopping. For the central route, it is argued that the quality of customized information may affect consumer satisfaction when a firm's demonstrability is clear (e.g., Yang et al., 2006) . As ELM claims, the extent and nature of people's processing of persuasive argument depends upon motivation and ability (Petty and Cacioppo, 1986) . Motives about customized information in the firm's offerings should be linked to message-related thinking. For example, if the probability that recipients follow the specific attribute of customized information is high, they are EJM 44,6 satisfied from the message source or argument, illustrating that they are more likely to engage in their purchasing activity.
It can be seen in this final model that the framework indicates that the theoretical juxtaposition should be relatively accurate or consistent with the previous models. The important feature of the PRM is that it provides an experience-oriented view of attitude formation, which is formed from an ongoing experience and marketing stimuli that are adjusted on the basis of currently available information. Under that specification, perceptions of the web navigation are seen as leading to an attitude toward the e-shopping intentions, which in turn governs cognitive and affective reactions to the behavioral actions.
In terms of the final model, a customer may visit a store to check out a product, then go online to review blog postings, check out the reviews of earlier purchasers, then telephone a call center with some technical queries, then go online again to check price comparison sites and find out where to purchase it at the lowest price. The proposed model of purchase intention may be narrow in its scope and assumes that the customer proceeds only through an online decision to purchase. However, the model is important for a better understanding of online purchasing behavior from the psychological perspective. In his best-seller book titled Why They Don't Buy McKeown (2002) argue that this requires enhanced understanding of the psychology of the online customer because shopping behavior comes from feeling. Although this mechanism (e.g., relationships among proposed constructs) may be difficult to assess, our approach is acceptable because alternative models is useful for a complete understanding of systematic relationship among model constructs (Armstrong et al., 2001) .
Method
Measures
The five constructs were measured by 23 questions using a five-point Likert scale (1 ¼ strongly agree and 5 ¼ strongly disagree) adapted from the literature. Table II shows the operationalisation of the data collection instrument illustrating the four antecedent facets of repurchase intentions.
Data collection
In order to guard against possible sample selection bias, cross-cultural research usually requires comparable samples which involve drawing matched samples from identifiable subgroups of the population (Madden et al., 2000) . Studies reveal that students represent appropriate samples to examine e-purchasing behavior (Heijden et al., 2001) . Based on this reasoning, we used student samples from Korea and the UK of actual users of online travel services.
As generally prescribed, we employed the back-translation procedure to ensure conceptual equivalency in the questionnaire Craig, 1983, 2007) . Participants were recruited via verbal invitation which was monitored by researchers at two large universities. Our piloted questionnaire was distributed to 568 subjects by three researchers in Korea (n ¼ 348) and the UK (n ¼ 220). We obtained responses from 539 respondents (334 in Korea and 205 in the UK). Owing to missing information and careless response patterns, a total of 448 questionnaires were used for analysis purposes which comprise 284 Korean cases with a usable response rate of 85 percent and 164 British cases with usable response rate of 80.0 percent. In the Korean sample, Alternative explanations 885 162 respondents had made just one purchase at the particular e-commerce web site, as compared with 98 respondents from the UK sample. Similarly, 122 respondents in the Korean sample had made multiple purchases from the e-commerce web site compared to 66 respondents from the UK sample. The groups had similar profiles except for one difference: the Korean group has almost three more years of higher education relative to the UK group. Respondents were asked to think about the web site from which they purchased their most recent travel item (e.g., flight, hotel, rent car, etc.).
As outlined by Wang and Waller (2006) , the decision to use university students as a subject population was motivated by considerations of ease of recruitment and administration, as well as the desire to maximize the equivalence of the sample across the two cultures. Furthermore, because most students are familiar with the online travel service, their use would not appear to compromise the validity of the study (Alford and Sherrell, 1996; Ueltschy et al., 2004) .
Metric equivalence
In testing equivalence across two or more groups, the recommended procedure is to verify metric equivalence (Mullen, 1995) . Metric equivalence is firstly best assessed through back translation (Douglas and Craig, 2007) and secondly via confirmatory factor analysis (Mullen, 1995; Steenkamp and Baumgartner, 1998) . As the purpose of the present research is to test the cultural differences of shopping behavior, the construct measures have to exhibit at least partial scalar invariance across data (Steenkamp and Baumgartner, 1998) . Without evidence of at least partial scalar invariance, comparing construct or factor means across countries is meaningless (Wang and Waller, 2006) . As shown in Table III , RMSEA for the configural invariance model (the first level of measurement invariance) across the countries was 0.055, indicating a good fit. The two incremental fit indices were also above the commonly recommend 0.9 level (TLI ¼ 0:938, CFI ¼ 0:950). The normed chi-square (x 2 /df) was 1.508, below the recommended cut-off point of 3. These results, coupled with the fact that all factor loadings were highly significant in both countries, suggest that the construct measures exhibited adequate configural invariance across the countries. Also, it should be noted that the x 2 value for the configural invariance model is the sum of the x 2 values obtained for the two sub-samples (South Korea and UK). After the configural invariance model was established, a test was conducted for the full metric invariance model in which the factor loadings were set to be invariant across countries. The results showed that there was a significant increase in chi-square between the configural invariance model and the full metric invariance model (Dx 2 (2) ¼ 6.474, p , 0.05). The final test was to compare the configural invariance model and the partial scalar invariance model. The chi-square difference test was not significant ðDx 2 ð6Þ ¼ 8:745, p . 0.05) and the other fit indices were either close or slightly better. Thus, we can conclude that partial scalar invariance has been achieved across the samples.
Non-response bias
We examined non-response bias between the two periods (early response v. late response). One viable check for non-response bias is to split the sample into early (n ¼ 212 for the Korean sample and n ¼ 89 for the UK sample) and late respondents (n ¼ 72 for the Korean sample and n ¼ 75 for the UK sample). No significant differences among the two samples were found on any of the study variables.
Statistical analysis
Three separate approaches were required to examine the research questions. The first goal was to check validity of each construct. To do so, a confirmatory factor analysis with use of AMOS 6.0 was conducted. Table IV exhibits the reliability results.
The second stage of the analysis used structural equation modeling to test the proposed and rival structural models by maximum likelihood estimation in AMOS 6.0.
Alternative explanations
Model specification At the final stage, the appropriateness of each model was examined using several fit indices. The appropriate test for nested models is to test whether any reduction in the overall chi-square by estimating additional parameter is significant (Punj and Hillyer, 2004) . Further statistical significances vary according to sample size. In response to this issue, Bentler and Bonett (1980) proposed a nonnormed fit index (NNFI; r) that compares the fit of a model with that of a null model, taking into account the number of degrees of freedom used in moving from one model to the other. In comparing two models that are nested, both a substantial reduction in chi-square and a large increase in rho are required to accept a model with a great number of parameters.
Confirmatory factor analysis
As shown in Table V This web site gives me a feeling of satisfaction I think that I made the correct decision to use this web site Repurchase I will repurchase other products/services at this web site 0.793 (Korea) Intention I would like to buy new service products at the site 0.793 (UK) I would like to visit this web site again in the future Note: * Scale reliability is Cronbach's alpha Alternative explanations sample with 142 degree of freedom. While the chi-square statistics were significant ( p , 0.05), it is known to be highly sensitive to sample sizes, such as the ones used here (Thompson, 2004) . Relative to the other indices, the TLI (the Tucker-Lewis index) performs the best followed by RMSEA (the root-mean-square-error-of-approximation) (Sharma et al., 2005) . Sharma et al. (2005) recommend that TLI was used to evaluate model fit because TLI performs the best as long as the size of factor loadings is 0. TLI estimates were 0.944 for the Korean sample and 0.941 for the UK sample, and the RMSEA estimates were, respectively: 0.053 and 0.052. Composite reliability was calculated using the procedures outlined by Fornell and Larcker (1981) . The parameter estimates and the average variance extracted for each construct were carried out (Anderson and Gerbing, 1988) . The composite reliabilities for the five constructs ranged from 0.83 to 0.91 in the Korean sample and from 0.81 to 94 in the UK sample. The factor loadings ranged from 0.54 to 0.85 (Korean sample, p , 0.01) and 0.62 to 0.86 (UK sample, p , 0.01). All loadings are significant and in the predicted direction ( p , 0.01), in support of convergent validity (Byrne, 1998) . The average variance extracted (AVE) ranged from 0.53 to 0.75 in the Korean sample and 0.56 to 0.77 in the UK sample.
On the basis of the validation sample, we assessed discriminant validity with Fornell and Larcker's (1981) criterion. Table VI shows that the smallest AVE exceeds the squared correlation between each pair of the relationship value dimensions. This indicates a satisfactory level of discriminant validity.
Results
The appropriateness of each model was examined using several fit indices. The overall fit of a measurement model to the data has most commonly been tested using the chi-square test statistic ( Jackson et al., 1993) . As shown in Table VII , we checked alternative model fits to select the best model. Because three competing models (DAM, RMM, and IEM) are sequentially nested within PRM, the x 2 value for the larger model is subtracted from the x 2 value for the smaller nested model and the difference, also, a x 2 , is evaluated with degrees of freedom equal to the difference between the degrees of freedom in the two models (Tabachnick and Fidell, 2001 ).
Comparison of alternative models
The fit indices for the alternative models within each sample are summarized in Further support for the proposed research model with an additional path comes from comparison between IEM and PRM: for the Korean sample, Dx 2 (1, n ¼ 284) ¼ 34.302; ps , 0.001, r ¼ 0.93 and for the UK sample, Dx 2 (1, n ¼ 164Þ ¼ 7:070; ps , 20.01, r ¼ 0:93. For example, the critical value of a chi-square difference for 1 degree of freedom at p ¼ 0:01 is 6.63. Finally, the two step process (Anderson and Gerbing, 1988) suggests the fit of the models in Table V should be compared with the measurement models in Table III . Because the goal was to select a best model that fits the data, a nonsignificant chi-square is desired. The comparison between PRM and measurement model is: for the Korean sample, Dx 2 (2, n ¼ 284Þ ¼ 5:254; ps . 0.05 and for the UK sample, Dx 2 (1, n ¼ 164Þ ¼ 5:914; ps . 0.05. Thus, this x 2 is nonsignificant so we conclude that PRM fits the data, rather than other competing models.
When the other fit indices did not indicate a strong difference between the two models (IEM and PRM), a chi-square difference allows researchers to select the best one if two models are nested (Tabachnick and Fidell, 2001 ). The chi-square difference between these models is significant, indicating that the proposed research model fits the data significantly better than the IEM, RMM, and DAM. Therefore, it is concluded that the proposed research model is the best of all the competing models in representing the role of customized information, perceived interactivity, consumer satisfaction, and consumer attitudes in the development of the online consumer purchase model. Best model selection among alternative models The proposed research model is superior to the competing models most clearly with all data sets as the competing models DAM, RMM, and IEM do not provide a better fit. It is arguable that the current data sets provide strong supporting evidence because despite having more parameters of interest estimated, the proposed model does significantly fit the data better than other competing model. However, the improved fit of the proposed model occurred because the extra parameters enabled the proposed model to absorb random error in the data (e.g., Pitt et al., 2002) . To get around this problem, the chi-square difference among competing explanations is useful for the model selection ( Jackson et al., 1993; Punj and Hillyer, 2004) . Accordingly, chi-square difference tests were employed to determine whether one of these structures performed better than the other (Bagozzi and Yi, 1988) . In this study, the chi-square differences between the proposed model and competing models from two different countries are also statistically supported at p , 0.05. The proposed research model, therefore, is at least the accurate model in two different data, Korea and the UK (see Table VIII ).
Discussion
This study empirically examined the simultaneous effects of variables of interest, namely, customized information, perceived interactivity, consumer satisfaction, and consumer attitudes on online purchase intentions in two different countries. Overall, there is strong empirical evidence in support of the proposed research model. Such an approach is linked to managerial implications: that is, marketers' awareness of consumer motivation strategies may be restructured from the mediating effects of consumer attitudes with the shared constructs. This research takes a step of incorporating the indirect effect in four competing models. Our paper contributes to the literature in several ways. First, customized information is the only driver for satisfaction in any of alternative models. It can be viewed as an indicator of customized informative-based two-way communication tool. Our analysis of the cross-cultural setting shows that customized information is strongly linked to satisfaction. The direct effect of customized information plays a significant role in predicting further activities, indicating that consumers are likely to engage in online shopping behavior. The impact of customized information leads to the direct effect of satisfaction on repurchase intentions in both countries. This finding supports Bechwait and Xia's (2003) study on Americans' on-line shopping perspective. In line with this observation, we can conclude that there are no significant differences when consumers evaluate levels of customized information from a Korean-UK context. Second, non-significance between the two consumer groups is further supported by the relationship between customized information and attitude toward web site. Although Anderson (1981) established a theoretical framework known as "information integration theory", which presumes that consumer attitudes are formed and modified as people receive and interpret new information, our findings reveal that the linkage between customized information and attitude toward web site is not supported in both data sets. Since consumer attitudes are considered as an indicator of decision-making, young consumers in these countries are less likely to generate favorable attitudes through customized information. These findings suggest that the effect of customized information is completely mediated by the other constructs such as interactivity and consumer satisfaction. 
Model fit
Chi Third, the direct link between satisfaction and repurchase intentions might enlighten a practitioner of customer relationship management (CRM) as to the alternative methods of appealing to young online customers. The linkage is clearly supported statistically and theoretically in both the Korean and the UK sample. The link of satisfaction ! repurchase intentions provides a meaningful empirical representation of the hierarchical sequence in which the cycle of customer repurchasing process (consumer satisfaction ! consumer attitude ! repurchase) is related. Fourth, one of the key drivers of the e-purchase model is to capture the significance of perceived interactivity. Since interactivity reflects a firm's ability to interact with its customers (Ramani and Kumar, 2008) , it is the major consideration of consumers' repurchase decision in an online store. The motivating principle underlying their decision process is that intensive messages such as customized information, has the potential for implementing direct interaction with customers and has the advantages of forming favorable attitude toward web site for repurchase. The results of our study indicate that use of perceived interactivity has a substantial impact on shoppers' purchasing decisions.
Finally, our findings show that some difference exists between the two groups. While the four alternative models did not make a huge difference for the UK sample, there was a big difference for the Korean sample (see, Table V ). The DAM and RMM models seem to have blended well with fit the Korean data. These findings suggest that the framework may be problematic in relation to the Korean culture. However, when customized information is directly linked to satisfaction the gap between Korean and UK samples were dramatically reduced. This distinction highlights the importance of the link of customized information-consumer satisfaction for consumers that visit web sites their online shopping.
Limitations and future research
It is essential to acknowledge some of the limitations of this study. Although previous studies reveal the significance between the two constructs, further research can investigate the issue as generalizable to the many types of e-B2C services. Similarly, the university students tend to be more familiar with the use of online services than the overall satisfaction. This indicates that student samples may influence the findings or their generalizability. In order to reduce this gap, further research should consider more general populations to enhance their findings.
Second, particularly in terms of the ability to generalize the model, this study did not provide fairly consistent results for different service categories. Studies on other service classes, such as online bookstore and online banking services, might reveal findings that extend our approach. Thus, future study could assess alternative models using different data settings including banking and retail services.
Third, increasingly sophisticated (and inexpensive) analytics software is now available to highlight areas of inefficiency within web sites and pinpoint where and why shopping carts are abandoned, but this aspect is not considered in the paper. In a consumer context, making a purchase involves action while deciding not to purchase constitutes inaction (Abendroth and Diehl, 2006) . As this pattern exists in limited purchase opportunities, further research is desirable to assess consumer inaction as a moderating role of the proposed model. Thus, it is hoped that these issues of potential future research encourage other scholars to undertake alternative studies to further disentangle the effects in this research.
Alternative explanations
Conclusion and implications
The outcome of this study contributes to the existing e-purchasing literature by identifying that there are different effects between customized information and web interactivity when people revisit web sites to purchase. The results have significant implications for commercial web sites. It appears that web interactivity has the capability of impacting on attitude toward a web site and therefore can be interesting and have potentially powerful outcomes for consumer purchasing behavior (Fortin and Dholakia, 2005) . E-retailers may be interested in developing and setting up weblog in order to drive Google traffic to their businesses, and for customer peer interaction with the business or to create alternatives to time spent on social networking sites such as myspace, facebook, typepad etc. Customers could be able to use an open-access comment section. The main observation is that marketers should make an effort to trigger customers' web interactivity. Therefore, managers should make blog marketing efforts in terms of time and commitment to update sites, consideration of blog as part of a marketing plan, a form of conversations. Blogs should be transparent, authentic and focused. This would include providing customized information for partnering in activities in which the customer is personally engaged. To facilitate their behavioral intentions, a company could demonstrate relevance for customers by being involved in various activities or supporting online customers in activities in optimizing their purchase decision. However, managers should be aware that the term blog has more negative implications in terms of credibility, time consumption or material of interest. Managers should not assume that setting a blog means that customers will automatically read it.
A more focused development of consumer attitudes is crucial to understand the reason for different evaluations on the mediating effects of positive attitude in different service categories. Marketers require a more complete understanding of the role of favorable attitude in any project where the consumer purchase process in e-B2C environments should be expected to have higher returns. If practitioners believe that their firm's performance is not satisfied, then they should be likely to change the direction of the e-purchasing process with a better understanding of favorable attitude toward the web site. Similarity of purchasing attitudes between Korean and UK consumers may allow e-tailors to design a systematic strategy for generating favorable attitudes toward their web sites. However, standardized online treatment of consumers is not the golden path of internet marketing (Barnes et al., 2007) . Further the proposed research model (PRM) provides a means of identifying the underlying dispositions associated with the mediating variable.
